
Business Model Canvas

1. Customer Segments

9. Cost Structure 5. Revenue Stream

7. Key Resources 4. Channels

6. Key Activities 2. Value Propositions 3. Customer Relationships
For whom are we creating value? 
Who are our most important 
customers? 

What are the most important costs inherent in our business model? 
Which Key Resources are most expensive? 
Which Key Activities are most expensive? 

For what value are our customers really willing to pay? 
For what do they currently pay? 
How are they currently paying? 
How would they prefer to pay? 
How much does each Revenue Stream contribute to overall revenues?

What Key Activities do our Value 
Propositions require? 
Our Distribution Channels? 
Customer Relationships? 
Revenue streams? 

What Key Resources do our 
Value 
Propositions require? 
Our Distribution Channels? 
Customer Relationships? 
Revenue Streams? 

Through which Channels da our 
Customer Segments 
want to be reached? 
How are we reaching them now? 
How are our Channels integrated? 
Which ones work best? 
Which ones are most cost-efficient? 
How are we integrating them with 
customer routines? 

What type of relationship does 
each of our Customer Segments 
expect us to establish and 
maintain with them? 
Which ones have we established? 
How are they integrated with the 
rest of our business model? 
How costly are they?
 

Who are our Key Partners?
Who are our Key Suppliers?
Which Key Resources are we 
acquairing from partners? 
Which Key Activities do partners 
perform? 

What value do we deliver to the 
customer? 
Which one of our customer's 
problems are we helping to solve? 
What bundles of products and 
services are we offering to each 
Customer Segment? 
Which customer needs are we 
satisfying? 
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8. Key Partners

Waste collectors 
(execution,planning, 

optimisation)

Environmental 
charities and 

authorities

Digital Channel for 
Residential and 

Commercial

Advisors for 
Commercial

Call Centres as a 
subscription option

Low touch for 
Residential

Higher touch for 
Commercial

Collection points 
partners

Quality inspectors

Sale of collected 
waste

Pro�tability analysis 
of the overall waste 

stream

Free advisory 
service for waste 

reduction and sorting 
improvement

Contract management 
of speci�c events 

waste collection with 
recyclability KPIs

Data processing for 
reward calculation for 
improved recyclability 

of waste

Waste collection 
and processing 

services purchase

Contract negotiation 
for commercial waste 
and penalty/reward 

system based on 
recyclability KPIs

Management of 
collection point 

partners

Admin sta� Advisors

Contract sales 
resources

Waste 
management 

system

Data Analysts

A waste collection service that 
fosters community based 

responsibility by providing 
on-demand  waste collection, data 

analysis for optimisation and 
potential reward system such as tax 
relief or local investment for best in 

class geographical areas.

A waste collection service that 
encourages  responsible sourcing by 

providing opportunity for revenue 
sharing on reselling waste, optimised 

collection and data insights.

Residential

Commercial

Waste processing 
revenueLabour costs

Waste management 
system costs Waste collection cost Waste processing cost Reward on Waste 

recyclability

Residential Waste 
collection Tax

Commercial Waste 
collection Tax

Penalty on waste 
recyclability

Competitor “attack” Adjustments

Lower Cost
(private operator)

Increase Revenue 
(private operator)

Communication 
Campaign 

(private operator)

Benchmark cost to 
industry standard 

Facilitate  triage 
of waste

Investment in 
community needs

Communication 
Campaign on 

importance of the 
value provided

Have the skills and 
systems to sell the 

collected waste

Can track 
recyclability KPIs 
at an a�ordable 

cost 

Can a�ord hiring 
Data Analysts as 

civil servants

Can recruit enough
collection point

 partners 

Reward system is 
legally possible

Have the data 
needed for 
commercial 
value prop  

Benchmark 
information 

available at low 
cost 

Penalty  on waste 
recyclability  is 
legally possible

Most residents 
accept waste 
collection tax

Most 
commercials 
accept waste 
collection tax

Revenue sharing 
is legally possible

We can show the 
value created

Digital Channel 
reach all the 
population 

Willingness to 
cooperate from 
Environmental 

charities 
and authorities

Assumptions
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